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Curtosity, that killed the cat, is now a 
social and economic force on which the 
future of American business depends. 
But it is “curiosity” no longer. It’s research 
. .. and an estimated one billion dollars 
a year is being spent on it as big business 
seeks the answers to bigger business and 
higher standards of living for us all. 
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Because of paper, research is the vital 2 Yr . 
force that it is today in the scientific, in- | ei ee app 
dustrial, and marketing fields . . . and be- a | , ( 
cause of research, paper is becoming sh. 
more and more vital in the entire realm — 
of human endeavor. a _——_ a py: > | " y 
Paper and research. Research and Fi eS Fae | .. Din 
paper. The two are inseparable. Ett fetta MA - : 


Here at “Paper Makers to America,” a tl PA ! ‘f, | : | | be | 
research is tireless .. . for this corpora- ) < - rd ee: as ; port 
tion is determined to keep abreast of fhe < fe yr gi Bad ld he - whe 
findings of research in all other indus- = al le rh ie a rn | “afte 
tries. as well as its own. And in the field ? : Ce | sho 
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Papers of the Mead, Dill & Collins, and an ee eee. | | pro 
Wheelwright lines continually reflecting a ee | _— 
the results of laboratory inquisitiveness. a iii | ; ‘J 
For better impressions and “the best buys a‘ Me On 
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@ Mead offers a completely diversified line of 
papers in colors, substances, and surfaces for 
every printed use, including such famous 
grades as Mead Bond; Moistrite Bond and Off- 
set: Process Plate; Wheelwright Bristols and tins pro 
Indexes; D & C Black & White; Printflex; . tot 
Canterbury Text; and De & Se Tints. a os i ots wit 
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Possibilities for More Realism 
In Direct Mail 


Last month, this reporter urged 
‘keep your eyes on color.” 


This month, we urge you to keep 
vour eyes on “POLAROID”... and 
study its possible applications to 
Direct Mail. 


All during the war, this reporter 
was very much interested in the ex- 
periments being made with the Pola- 
roid technique of visual presentation. 
We saw some of the work being done 
in the Army and Navy .. . especially 
with third dimensional projection. 
Many people claim that because of 
our ability to project third dimen- 
sional views taken from the air, our 
bombing was much more effective. 


Recently the Polaroid Corporation, 
211 Massachusetts Avenue, Cam- 
bridge 39, Massachusetts, announced 
that it is ready for commercial work 


... With several products which can be 


applied immediately in Direct Mail. 


Our cover this month illustrates 
what can be done with the ‘‘Selecto- 
graph” method of displaying a pro- 
duct. Don’t confuse it with Third 
Dimensional work. 


The Selectograph method seems to 
be particularly fitted for a salesman’s 
portfolio or for limited mailings 
where you want to show before and 


after pictures, or where you want to 


show the product as it first appears to 
the eye, and then the interior of the 
product with the outside casing re- 
moved. 


The method is really very simple. 
One photograph is produced on a 
transparent Polaroid Vectograph 
sheet with its molecules running, say, 
to the right. The other photograph 
is processed on the other side of the 
same sheet with the molecules running 
in the opposite direction. The finished 
product looks like a double exposure 
to the naked eye... but when viewed 
with a special Polaroid filter, the eye 
sees first one picture and then the 
other, but never both at the same time. 


The prices are still rather high. . . 
but going down as production goes up. 


For limited mailings to selected 
lists, we should say that the prices are 


“= not out of reason and are comparable 
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to other novelty mailings we have 
seen in the past. 


The three dimensional Vectographs 
are also possible in Direct Mail work. 
They cost exactly the same as the 
Selectograph. Instead of showing a 
before and after scene, a double lens 
camera simply takes two slightly dif- 
ferent views of the same scene. When 
the pictures are processed on a Pola- 


roid Vectograph sheet, the viewer, 


equipped with special Polaroid filters, 
sees an actual third dimensional pic- 
ture. Some of the results are startling. 
Looking at the internal construction 
of a complicated machine, you feel 
that you can actually reach out and 
pull a lever or reach behind an 
obstacle and tighten a nut. 


On limited mailings, small Vecto- 
graphs or Selectographs could be 
tipped to the top of a letter .. . and 
the attention and descriptive possibi- 
lities would be tremendous. 


There are also many possibilities for 
novelty mailings. We have had the 
opportunity recently to see a few lay- 
outs of trick mailing pieces which will 
probably be produced sometime this 
year. We cannot describe them in 
detail. Remember back in the balmy 
peace days when there were many 
novelty mailings . . . one particular 
pet, particularly among _ insurance 
companies, was a specially made die- 
cut folder which contained a turning 
wheel, the edge of which extended on 
one side so that it could be turned 
with the finger. By turning the wheel, 
the recipient would see various sta- 
tistics or illustrations within a die-cut 
area. 


Judging by the layouts we have 
seen, the Polaroid method puts all 
former novelty efforts to shame. For 
instance . . . the recipient receives a 
novelty folder with advertising copy 
printed on the front and back, With- 
in a die-cut area there is an ununder- 
standable piece of plastic. But when 
the folder is held toward the light, a 
clean-cut picture is discernible. “Turn 
the disk . . . and the picture gradually 
changes. ‘The first picture fades out 
and a new scene comes into view. The 
new scene can be an altogether differ- 
ent shot or it can be the same subject 


with the outside casing removed or 
with additions made. Depending on 
the size of the novelty folder... 
several different combinations of 
photographs are possible. 


We think this whole subject of im- 
provement in visual presentation is 
important enough to deserve the space 
we are giving it here. The ones who 
use this new process first, will of 
course profit most by the novelty. 


There will be various fabricators 
and producers of this process through- 
out the country ... but they have not 
yet, we understand, started intensive 
selling. In the meantime, we suggest 
that those interested contact the Pola- 
roid Corporation at Cambridge 39, 
Massachusetts. Wil Marcus, the ad- 
vertising manager, can supply you 
with specimens and further informa- 
tion. “The Polaroid Corporation 
merely manufactures the materials 
from which the various products are 
made. Mr. Marcus should be able 
to put you in touch with the people 
who can put your ideas into finished 
form. 
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The woodpecker uses his head to dig food, hollow a wooden nest, and beat 
out his song of love. Smart businesses work hard but use their heads another way; they get mass 
production through printing’s mass selling, give the customer more value, and take more profit 
with less effort. Smart printers go along with this idea and sell them good printing on Cham- 
pion paper—coated and uncoated for offset and letterpress, business papers, envelope, tablet writ- 
ing, high finish package wrap, cover, papeterie and specials. Work your head off if you like, but 


make sure that you get the best possible return for it—with good jobs on Champion paper. 


we Chamnprine Viper AND FIBRE COMPANY...HAMILTON, OHIO 


a of advertisers’ and publishers’ coated and uncoated papers, bristols, 
bonds, envelope papers, tablet writing and papeterie . . . 2,000,000 pounds a day 
MILLS AT HAMILTON, OHIO...CANTON, N. C.... HOUSTON, TEXAS 
NEW YORK - CHICAGO - PHILADELPHIA - DETROIT - BOSTON - ST. LOUIS - CINCINNATI - ATLANTA + SAN FRANCISCO 
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With the assistance of Henry 
Junior, THE REPORTER has been mak- 
ing a survey among the users of Direct 
Mail to find out just what is going on. 


So far our search is incomplete. . . 
but we are getting a lot of interesting 
advice, reactions and material. 


The overall picture shows that sales 
campaigns, generally, are pretty well 
held up pending the settlement of 
strikes and price structures ... and 
the overcoming of economic and war 
jitters. 


The printers are busy, but mostly 
on “reports”, house magazines, in- 
formative booklets and many other 
types of printed material which cannot 
be classified as sales promotion. 


Both printers and buyers of printing 
are complaining bitterly about the 
paper situation. Even in the paper 
trade itself there are anguished cries 
against the purchase of so many paper 
mills by large publishers. 


That’s something none of us fore- 
saw when the controls were lifted 
too suddenly. The purchase of 
paper mills by large publishers has not 
received very much publicity. But we 
understand that this selfish practice is 
crippling the paper supply which 
reaches the general market. 


What can be done about it. . . if 
anything we don’t know. 


Our survey is uncovering many 
house magazines which we had not 
been receiving regularly. 


Thanks to Walter J. Rummel of 
The Dow Chemical Company, Mid- 
land, Michigan, for sending us a set 
of the bi-monthly Dow Diamond. 
It’s good. Started as an employee 
publication in 1937 with a mailing 
list of 4000 readers. From that it has 
grown to 37,000 copies per issue... 
going not only to employees but to 
stockholders, customers and friends. 


Another new magazine for our files 
came from W. C. Reid of Metalliz- 
ing Engineering Company, Inc., 38-14 
30th Street, Long Island City 1, 
MN. Bs 


Although not as elaborately printed 
as Dow Diamond, “Metco News” is 
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a very unique house magazine. In 
fact, it is really the only trade paper 
in the metallizing industry . . . since 
there are no national magazines de- 
voted to the subject. Volume 1, Num- 
ber 1, was issued in August, 1940. 
Its circulation has jumped to 40,000 
copies mostly by request. 2000 
copies are mailed to foreign countries. 
At the end of each second volume, the 
editor makes up bound volumes, with 
a complete index, and supplies these 
bound copies to educational institu- 
tions, reference libraries and other 
centralized sources of information. 


Scope is another beautiful, technical 
magazine. Stanley Morris of the 
Upjohn Company, Kalamazoo 99, 
Michigan, sent us a complete set of 
the first twelve issues in Volume 
One. Seems to be getting better with 
each issue. It’s mailed quarterly to 
every physician in the United States, 
including instructors, medical students 
and the nurses who ask for them. 


The Upjohn campaign was included 
in the 1945 Direct Mail Leaders. 


Incidentally, one of the best pro- 
motion jobs of the current season is a 
brochure just completed by the Up- 
john Company and mailed to every 
practicing physician in the United 
States. It measures 11 x 14 inches, 
plastic bound. It’s entitled “Your 
Doctor Speaks.’ The brochure con- 
tains full colored proofs of the first ten 
advertisements of the Upjohn health 
campaign. The illustrations are from 
paintings done by well-known Ameti- 
can artists. The originals are on tour 
among some of the leading art galleries 
in the country. ‘The purpose of the 
brochure . . . for the doctor to leave 
on the table in the reception room... 
so that waiting patients will have the 
benefit of the messages given. 


The Spartan Saw Works, Inc., 
Springfield 7, Massachusetts, have a 
praiseworthy Direct Mail promotion. 
All during the war, F. C. Emerson 
tells us, Spartan sent well-designed 
folders to the customers of every sales- 
man who was in the service. The 
folders emphasized the fact that the 
company was trying to do the best it 
could while “this man” is away from 
his territory. The folders were 
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personalized so that the customers 
knew the salesman’s name. 


Now that the salesmen are coming 
back, the twelfth and final folder in 
the series is in the works. This one is 
entitled ““Back on the Job.” Inside, 
on the left is an identified picture of 
the salesman as “the soldier.”” On the 
far right is an identified picture of the 
salesman as “the civilian.” The copy 
is friendly, brief and to the point. 
‘The folders are mailed out in advance 
of the returned salesman’s first visit. 
Fine job. 


A Gold Palm 


We'll give our hypothetical Gold 
Palm of the Month to Paul Brickman 
of the Dayton Rubber Manufactur- 
ing Company, Dayton 1,’ Ohio 
for its humorous campaign directed to 
printers. 


There has been so little good humor 
in Direct Mail in the last few years 
that this campaign sticks out like a 
shining light. 


Printers were first supplied with a 
formal looking application for mem- 
bership in the Dayton Rubber “Re- 
member When Club.” No dues. No 


obligations. 


Following the application mailing, 
there was a personalized membership 
card. Here are some of the rules on 
the back of the card. 


To remain a member in_ good 
standing: 


1. The next time someone asks you to 
make a change on the press, tell them 
you have nothing to do with diapers. 
That’s kid stuff. 

2. When the form is ready to be locked 
up, grab the best one and lock her in 
the dark room ... or any room. 


3. Polish wood furniture daily. 

4. Don’t bet on the horses. Remember, 
the chase is not a horse race. 

5. If you get in a pinch, send the ofhce 
girl to the nearest typing school for 
a type and paper stretcher. Then lie 
down and take a nap. 

6. Figure all prices and costs in your 
head. Remember the paper shortage. 

7. When someone yells “Let’er roll,” 
keep those dice in your pocket. Gam- 
bling is not permitted. 

8. When everything goes wrong and you 
feel like blowing up, don’t throw 
cigarettes in the benzine can. 
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9. Keep a jar of type lice available at 
all times . . . comes in handy when 
you want to get in somebody’s hair. 

10. Make-ready is what you must do 
when the office girl comes your way. 

Each member receives “An Album 
of Memories.”” A humorous _ illus- 
trated history of the printing business 

; with many examples of old- 

fashioned typography. 


Following that, the members re- 
ceive at frequent intervals one-sheet 
circulars carrying cartoons which illus- 
trate old-fashioned customs, such as 
the first horseless carriages, the handle 
bar mustache, grandma and grandpa’s 
courting days. We have seen the first 
eight pieces in the series. They’re all 
fine. ‘he campaign is still running. 
It can’t be classified as a selling cam- 
paign in the strictest sense of the word 
... but we'll wager it is keeping the 
printers and the pressmen sold on 
Dayton synthetic printing rollers. It’s 
impossible to illustrate the campaign 
within our space limitations . . . but 
perhaps some of you can obtain samples 
by writing to Paul Brickman. 

THE REPORTER will continue to 
keep its eyes open for all new de- 
velopments in Direct Mail. We'll 
continue to survey the field. 

We'll give you the highlights . 
as they come to us. 


Added Notes on the Paper Situation 


At the National Paper ‘Trades Con- 
vention during April in New York, 


A. E. Giegengack, The Public Prin- 
ter, warned that if the paper situation 
did not improve, the Government 
Printing Office might have to take 
over or purchase paper mills in order 
to get adequate supplies to carry on 
their necessary work. 


From all reports, the situation is 
getting worse. Many printers tell us 
that it is more difficult to get supplies 
today than at any period during the 
war. And many of the small printers 
are resenting the fact that the big 
publishers have taken over mills and 
have weakened the whole supply 
structure. 


It is the old story. ‘The big fellows 
are getting all they want and wasting 
as much as they please. ‘The small 
producer and user is caught in the 
middle. We think that all of you 
should continue to practice paper con- 
servation until the situation gets 
better. 


If any of you have in your files the 
July 1943 issue of The Reporter, read 
again the special insert furnished by 
the Graphic Arts Victory Committee 
entitled ““How Producers and Buyers 
of Printing can Cooperate to Make 
Paper Stretch.” (Sorry, but we don’t 
have any extra copies available.) 
Briefly, the suggestions fall into five 
classifications : 


|. By getting “the most” out of 
each sheet of paper 


2. By using the lightest, practical 
weights and more readily avail- 
able papers 


3. By using smaller sizes or by 
changing formats 


4. By conservation in the _ pro- 
ducer’s shop . . . by reducing 
spoilage, waste and by improv- 
ing the reclamation of scrap 
paper 


5. By eliminating waste in inven- 
tories and in distribution 


We think that many of you, when 
you can’t get the paper that you think 
you need, will be able to do an out- 
standing job with what you call in- 
ferior grades. For instance, we have 
just seen the very attractive booklet 
issued by the Hercules Powder Com- 
pany, Inc., Wilmington 99, Delaware 
entitled ““Ihe Thanite Family.” It’s 
an 814” x 11”, 32 page job with 
cover printed in two colors. The paper 
is anything but good. Looks like a 
high grade newsprint, but the excel- 
lent typography and superior layout 
makes the reader forget the paper. 


We have also noticed that a few 
magazines have gone to newsprint... 
specifically, recent issues of ““This Is 
How” the monthly magazine of 
Michaels & Co., Inc., 1000 Dean 
Street, Brooklyn 16, N.Y. It is a 
unique piece of work and doesn’t 
suffer from the grade of paper. 





RACKETS STILL 
OPERATING — WATCH OUT 


Dear Mr. Hoke: 


Knowing of your interest in the proper 
and legitimate use of direct mail and 
knowing, too, of your many years of suc- 
cessful campaigning against the abuses to 
which our media has been subjected, we 
feel that you will be interested in the 
enclosures to this letter. 


I am enclosing a multigraphed letter 
which we received from a Directory com- 
pany, the invoice that accompanied that 
letter, and a card bearing a listing for 
their so-called directory. 


This Directory company is one of a 
group of such companies who from time 
to time mail in pieces like this. Parti- 
cularly in a company as large as ours, 
manufacturing as many different types of 
industrial equipment as we do, it is quite 
probable that such invoices would be 
passed immediately, particularly in view 
of the fact that the proof of the listing is 
pasted on the card. We have, we be- 
lieve, over a hundred different listings 
of this type in legitimate trade papers 
and industrial directories throughout the 
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country in the various different industries 
for whom we manufacture equipment. 


Directories such as this, however, are, 
in our opinion, litthe more than “puff 
sheets” serving no legitimate service to 
the advertiser or to the reader and exist 
solely because invoices such as these are 
usually tossed to a checking clerk to put 
through for payment without investiga- 
tion. 


We think you will concur with our 
belief that this is an unethical, if not 
criminal, use of the mails to defraud and 
feel sure that your good organization 
would like to carry this matter further 
with this and similar so-called directories 
in an effort to stop this practice to the 
benefit of all of us who use direct mail in 
the legitimate sales activity of our regular 
business. 

Bernard Gould 

Assistant Sales Manager 
Aeroil Products Company 
Park Avenue at 57th Street 
West New York, N. J. 


Reporter's Note: We've hit them 
before—and we'll hit them again. 
The Better Business Bureaus through- 





out the country are on the watch. 
Most local offices have complete re- 
ports on the individual directory com- 
panies. Send complaints and speci- 
mens to the BBB. 


e 
“THIS IS A MOVING STORY” 


That’s the title for a 4” x 514”, 
16 page booklet used by the D. H. 
Ahrend Company, Inc. (one of the 
oldest original lettershops in the 
country) announcing its new address 
at 325 East 44th Street, New York 
17, N. Y. Because the company was 
organized in 1892, the tone of the 
booklet is set with old-fashioned car- 
toons and old-fashioned type . . . tell- 
ing in few words the story of the 
growth and expansion since those old 
days when “D.H.” hung up his 
shingle and announced the brand 
new thing called Direct Mail Adver- 
tising Service. 
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DIRECT MAIL—A Profession of Specialists 


Despite the drop in total volume of 
direct mail and direct advertising in 
1945, as recently reported, there are 
several specific reasons why direct 
mail is going to get at least its share 
of the increased advertising expendi- 
tures for 1946 and 1947. It is in- 
teresting to look into a few of the 
reasons behind this prediction. 


New USES of Direct Mail 


During the war, direct mail was 
used for nearly everything: to replace 
depleted sales forces, to substitute for 
conventions, to make up for space un- 
obtainable in other media, for public 
relations. Asa result, the effectiveness 
of printed advertising was realized by 
many companies for the first time. 


New products will require the use 
of direct mail. A Dunn and Brad- 
street report showed that 37% of 
13,000 manufacturers said they would 
introduce new products. “That means 
new markets, expanded territories— 
plenty of business for direct mail in 
setting up dealers, instructing sales- 
men, and introducing those new pro- 
ducts to retailers and consumers. 


The armed forces made use of 
printing in many ways. Some of those 
methods made such an impression on 
officers and men—personnel who now 
are civilian purchasers—that they will 
be extended into other fields. Instruc- 
tion books, for instance, would fall 
into this category. 


New USERS of Direct Advertising 


There is even more than the usual 
number of new businesses that always 
spring up after a war. Some of them 
are the future du Ponts, Fords, Allis- 
Chalmers. There are some big names 
on the horizon already . .. and there 
soon will be more. ‘Then there will 
be many smaller firms whose futures 
can be carefully nurtured by direct 
mail, until they become grateful and 
voluminous users of the medium. Fur- 
ther, it is surprising how many firms 
can successfully enter fields long 
established. 


You would expect a big increase in 
the number of home freezer makers; 
the figure was 3 in 1941—it is 47 
today. But take washers: 48 in 1941 
and 54 this year. Or refrigerators: 


26 in 1941, 33 in ’46. And look at 
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Reporter’s Note: We don’t often 
print articles, as such, in The Reporter. 
Try to confine ourselves to reports re- 
ceived in letters from subscribers and 
our regular departments of comment. 
But, here’s an article worth printing 
right now. It gives you a sensible and 
logical preview of what’s ahead in 
Direct Mail... by a fellow who knows 
what he’s talking about. 














E. F. SCHMIDT, 
President 
The E. F. Schmidt 


Company 
341 N. Milwaukee 
Street 


Milwaukee 2, Wis. 








the picture for radio: there were 82 
established manufacturers of radios in 
1941. This year, even in this most 
competitive industry, there will be 


110 of them. 


Each of these new businesses can 
put direct mail to work profitably— 
in fact will almost have to turn to 
printed advertising to get their start. 


Expanded Use of Established Direct 
Mail Functions 


Because of the war, many of the old 
familiar pieces of printed promotion 
have had new boosts in popularity. 
Others have been gaining because 
their effectiveness is being more widely 
publicized. 


There is already a demand for in- 
creased display material. ‘There is 
even a call—or soon will be—for an 
entirely new type of display: with the 
trend toward open display windows 
in retail stores, displays for tomorrow 
will in many cases have to be designed 
and printed on two sides, so that con- 
sumers inside and outside the store can 
vet the message. ‘Then too, many 
advertisers recognize at last the vital 
importance of closer dealer coopera- 
tion, which demands better quality 
display material, more practically 
planned. Displays now have become 
a full-fledged advertising medium, 
with specific circulation and coverage. 


A tremendous increase has taken 
place in the use and function of the 
house magazine. Here is the growth 
of this important part of direct adver- 
tising since 1921: 


No. of House 


Year Magazines 
hn ia sig hog hg Adah ical daha 334 
ih ch cata ook tc 575 
I etne-trit or sks 6 ee kie- wen 280 
Cy cnn ae tele bute wine y 417 
a ee re 1000 
ko uk 6000 


Notice the decline in 1930—but 
remember that in those faltering days, 
management had not seen the real 
value of the house publication. The 
estimate of 6000 magazines for this 
vear refutes the claims of those who 
predicted a short life for publications 
born in wartime. Believe it or not, 
the estimate for gross expenditure 
made annually in this private publish- 
ing business is more than $50,000,000! 
Apparently the house magazine is 
here to stay. The National Council 
of Industrial Editors recently re- 
ported still further expansion: many 
companies have not yet entered the 
field but plan to, with 57% of the 
new magazines to be external. 


A third kind of printed promotion, 
which is receiving increasing popular- 
ity, is the modern Annual Report— 
today a combined effort by the public 
relations staff, the advertising depart- 
ment, the agency, and the accounting 
division. 

Then there are the anniversary 
issues, the institutional books, the 
special catalogs and bulletins prepared 
for export. All of them are being used 
more and more frequently. (The 
production of foreign language litera- 
ture is not difficult provided extreme 
pains are taken to arrange for a 
translator with a full knowledge of 
the idiomatic use of the language.) 
There is also the promotional book 
selling the advantages of cities or 
states ; we have just created and print- 
ed such a book for the Milwaukee 
Association of Commerce. 


Evaluation of Direct Mail 

It is a mistake to think of spending 
money for so much ink, so much paper, 
and so many impressions. Yet that is 
precisely the way many buyers con- 
sider direct mail purchasing. Our 
product, in competing with other 
media for the advertiser’s dollar, is 
handicapped by not having the com- 
parable yardsticks that magazines, 
newspapers, radio, outdoor, and car- 
cards are measured by. In many cases 
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direct mail is sold (admittedly in a 
mistaken way by those of us who pro- 
duce it) as a “rival” of the other 
media. I think that kind of selling 
is completely off-base. Direct mail 
is a highly scientific method of putting 
the right ideas across to the specific 
people who should get those ideas, 
without any waste of circulation. 
Direct mail today is very much a pro- 
fession, requiring specialists in each of 
its phases. 


Direct Mail Supplements Other Media 


We like to think of our product as 
a supplement to other media, not a 
rival to them. Both are normally used 
to produce sales profitably. Sometimes 
space or radio are far better than 
direct advertising. Sometimes neither 
of them will do the job that direct 
mail will do. And usually it takes 
more than one type of medium to do 
an advertising job eftectively. In many 
cases, direct mail and the other media 
actually help each other: special litera- 
ture that describes and sells a product 
is made available to consumers 
through space advertising in maga- 
zines and newspapers; radio programs 
include an invitation to write for the 
same literature. In other cases the 


reverse is true: direct mail frequently 
is sent to dealers to “sell” them on the 
company’s advertising campaigns in 
newspapers, magazines, radio, out- 
door, etc. I think all these media 
should be considered as working hand 
in hand, all helping to achieve the 
final long-range objective. 


Folly of Price Buying 


Properly produced direct mail is 
the result of an individualized, pro- 
fessional service and never the result 
of production line methods. No two 
assignments are alike, although their 
formats may be identical. People who 
buy the products we in direct mail 
create and produce sometimes forget 
that they are purchasing sales ideas 
and sales psychology. Actually, the 
specific style of artwork, the selection 
of the type face, the quality of the 
paper, the shape of the piece—these 
things are component parts of the 
whole—but they are details. It is the 
basic sales idea that is being purchased, 
not the mere physical details. I do not 
mean to cut away the importance of 
these details, because unless each of 
these tangible parts is made to fit 
appropriately into the basic idea, the 
piece is apt to misfire. 





In every successful piece of direct 
mail, there is just so much creative 
planning and thinking involved ; there 
is so much time on the part of crafts- 
men—from the layout and copy men 
right through the shop to the com- 
positor, the engraver, the pressman, 
the bindery foreman—there is so 
much that constitutes an individual 
service that I fail to see how fine 
printing can be purchased like a can 
of beans or any other product that is 
completely standardized. 


Any service as necessary as printing 
and who can doubt that this is a 
vital industry, especially when print- 
ing’s part in contributing to the war 
ettort is remembered ?—is entitled to 
a fair margin of profit. If buyers of 
direct mail really want their money’s 
worth, they will look for material that 
gives them results. “hey will not pit 
printer against printer in an effort 
to knock down prices. 





Direct mail, when planned by pro- 
fessionals who are specialists, when 
eficiently produced under the proper 
plant conditions and carefully priced 
under an accurate cost-finding system, 
is an ettective advertising medium that 
will produce desired results. 





CONVENTIONS AGAIN 


Now that the war is over, conven- 
tions are breaking out all over. There 
are five major conventions scheduled 
which should be of interest to Dt 
rect Mail people. Listed below are 
the dates and other details. 


ADVERTISING AFFILIATION 
May 24-25 
Pittsburgh, Pa.—William Penn Hotel 
Mr. K. E. Kellenberger, General Chair- 
man, Union Switch & Signal Company, 
Swissvale, Pa. (H. H. is Chairman of 
Direct Mail Panel.) 


ADVERTISING FEDERATION OF 
AMERICA, May 26 to 29 
Milwaukee, Wisc.—Hotel Schroeder 
Les Hafemeister, General Chairman, 
Weyenberg Shoe Manufacturing Com- 
pany, 234 East Reservoir Ave., Mil- 

waukee, Wisc. 

NATIONAL INDUSTRIAL AD- 

VERTISERS ASSN., June 20 to 22 

Atlantic City, N. J.—Hotel Claridge 
W. Lane Witt, General Chairman, Na- 


tional Industrial Advertisers Association, 
100 East Ohio Street, Chicago 11, III. 


MAIL ADVERTISING SERVICE 
ASSN., International, Oct. 13 to 15 


St. Louis, Mo.—Hotel Statler 


& 


Mr. D. H. Fleischer, General Chair- 
man, Commercial Letters, Inc., 1209 
Washington Ave., St. Louis 3, Mo. 


DIRECT MAIL ADVERTISING 
ASSN., Inc., October 18-19 


Chicago, Ill.—Stevens Hotel 

John B. Mannion, General Chairman, 
Austenal Laboratories, Inc., 5932 Went- 
worth Ave., Chicago 21, III. 

For details write to national head- 
quarters or to General Chairman. 


* 
EDUCATION BY MAIL... 


will be greatly expanded during the 
coming year. 

On April 15th, the Veterans Ad- 
ministration announced that it had 
signed contracts with thirty-eight 
educational institutions throughout 
the country to furnish mail courses 
ranging from academic subjects to a 
wide variety of trades and professions. 

The original G.I. Bill of Rights 
rules out correspondence courses .. . 
but this was changed last December 
to authorize study by mail. 

Veterans will receive no subsistence 
allowance, and the total cost of the 
courses he takes must not exceed $500. 


Of the thirty-eight contracts so far 
signed, twenty-five are with colleges 
and universities in nineteen states. 


e 
“IT’S YOUR MOVE” 


fe 


Is the heading on an 814” x 11” cir- 
cular issued by the Patrick Transfer 
& Storage Company, P. O. Box 2544, 
Houston |, Texas. 


Under the heading . . . a sketch of a 
checker board. 


The copy reads _ naturally from 
checkers to the problems of moving. 
Novel feature of the mailing was en- 
closure of a small 4144” x 214” enve- 
lope containing a_ folded checker 
board, which, when opened, measured 
4+” x 4144”. Instead of red squares, a 
red letter was printed in each square. 
By happy arrangement, the letters 
exactly spell out the name of the com- 
pany. Accompanying the folded 
checker board was a die-cut cardboard 
piece printed in red and black from 
which the recipient could press out the 
proper amount of checker players. 


Looks like novelty mailings are 
coming back. 
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BRUCE ROGERS DESIGNS 1946 





Tenth Anniversary Essay Contest 
1946 


-ERTIFICATE OF HONOR 


PRESENTED TO 


ORK OF THIS SCHOOL IN 
[-P-I ESSAY CONTEST BY 
K COOPERATING WITH THE 
UCATIONAL ASSOCIATION 


IN RECOGNITION OF THE W 
THE TENTH ANNIVERSARY 
INTERNATIONAL PRINTING IN : 
NATIONAL GRAPHIC ARTS ED 


matawas of THE cowmirrte oN awasin 
sf Conert res 
S 
MITTEE ON AWARD 
nor MAJOR GEORGE FIELDING ELIOT 
Ww. E. GRISWOLD 


C. R. CONQUERGOOD 


HARRY L. GAGE. CHAIRMAN 
FREDERICK J. LIBBY 


Customers Laud 
New Gem-Tone Inks 


IPI Inks Score High with 
Printers of 1946 T&H Calendar 





Ever since their introduction to the 
trade a short time ago, IPI’s new Gem- 
Tone inks have been drawing praise. Said 
one enthusiastic customer, “You know, 
those new inks really sparkle.”’ 

He’s right, too. And that gave us the 
idea for the name, Gem-Tone. Gem-Tone 
inks sparkle like jewels. 

If you haven't yet caught up with these 
new IPI inks, why not let one of our men 
tell you about them? He can show you 


how they perform. 


FOR THE NEWEST IN INKS AND COLOR SERVICE—“”KEEP 





1946 marks the 23rd year for the fa- 
mous Tileston & Hollingswerth Com- 
pany calendar. This year twelve New 
England craftsmen printed twelve New 
England lighthouses. Six of those print- 
ers used IPI Inks. 

In the estimation of Paul A. Bennett. 
the critic who reviewed and analyzed the 
T&H calendar, the month of October 
topped them all. October was printed in 
IPI Offset Inks exclusively. They were an 
IPI Offset Black, reduced to gray, IPI 
Offset Black, and an IPI Offset Orange. 





ESSAY CONTEST CERTIFICATE 


Work Commemorates 
Tenth Anniversary of 
IPI Essay Printing Contests 


Certificates of Honor, which will be 
awarded this year to the teachers in all 
schools participating in IPI’s Tenth 
Anniversary Essay Printing Contest, have 
just been received from the eminent 
designer, Bruce Rogers. 

The certificates will be distributed early 
in April. Printed in red, gold and black, 
they reflect the typographic design skill 
which has made Mr. Rogers famous. 

For the past two years it has been the 
custom to Commission a prominent ty- 
pographer to design the IPI Certificate 
of Honor. The 1945 Certificate was de- 
signed by Frederic W. Goudy. 


Who's Next? 


Whom would you choose to design 
the 1947 Essay Contest Certificate? What 
typographic expert would you nominate 
to carry on this tradition begun by Mr. 
Goudy and Mr. Rogers? Send your sug- 
gestion to: International Printing Ink 
Division of Interchemical Corporation, 


350 Fifth Avenue, New York 1, N. Y. 


Winners Soon 
To Be Announced 


This year’s contest theme, ‘Printing 
and World Peace’’ has produced more 
entries than any year since 1941. As a 
result the task of selecting the winners 
has been most difficult. The judges, 
however, expect to reach their final deci- 
sions soon, and announcement of the 
winners will be made as quickly as 
possible. 


IN TOUCH WITH I. P. 1.” 














POST OFFICE 


As you probably know, civilian mail 
service to Germany was reinstated 
April Ist. Within a very few days 
over 600,000 pieces had piled up at 
the New York Post Office. But that 
isn’t what interests us about the 
“new” service—what does is the regu- 
lations covering the dispatch of mail 
to Germany. Much as we hate to 
admit it, we find that John O’Don- 
nell writing in “Capitol Stuff” in the 
April 9th issue of the Washington 
‘Times-Herald says what we have in 
mind very, very well: 


“Meanwhile, the opening of sharply 
restricted mail service to civilian Ger- 
many has found itself in some bureau- 
cratic snarls. Only letters dealing with 
personal or family matters will be ac- 
cepted. No communications of a financial, 
commercial, or business nature, no checks, 
drafts, money orders, etc., can be sent. 


“These restrictions were ok’d by the 
State, War and Post Office Departments. 
Now here’s the gag: 


“Wartime censorship has (officially) 
passed out of existence with the disband- 
ing of the splendid organization built up 
by Byron Price. The army says that it 
will handle only mail going to an APO 
Post Ofhce in Germany. 


“The army won’t take on the job of 
censoring civilian mail—and it can’t, any-, 
way. The Post Office has discovered that 
it doesn’t have the authority to censor. 
All the Post Office can do, if suspicious 
about a specific letter, is to go to a 
Federal Court and get an order to open 
that particular piece of mail.” 


Zoning Mail 
Here’s an item from the New York 
‘Times of April 16th that is important 
for one simple reason—that reason is 
contained in the last sentence of the 
first paragraph: 


“MORE NEW YORKERS PUT ZONE 
NUMBERS ON MAIL.” 


“To the joy of the Post Office employees, 
an increasing number of New Yorkers are 
remembering to include postal zone num- 
bers when they address their mail, Post- 
master Albert Goldman announced yester- 
day. The result, he said, is faster service 
and happier postal clerks. 


“The campaign to educate the public to 
mark zone numbers on envelopes is com- 
ing along very nicely,” he said. ‘In time 
we hope it will become a matter of habit.” 


“Mr. Goldman said the worst offenders 
were still the individual letter writers. 
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He praised business houses that have in- 

cluded zone numbers in their files and 

have printed their own on their station- 
9 

ery. 


Pay Increase 


Better Post Office service is definite- 
ly on the way—the House of Repre- 
sentatives has passed the $400 pay 
increase bill—and the Senate should 
do the same in the very near future. 
(The bill has just been reported out 
favorably by the Senate Post. Office 
Committee). As we've said before, 
we believe that once this bill becomes 
law, the boys and girls in the Postal 
Service will give us the kind of deli- 
veries, etc. we used to get. Repro- 
duced on this page is a Talburt car- 
toon which appeared in the N.Y. 
World-Telegram, April 6th. It ex- 


presses our feelings admirably. And 











First Class, Special Delivery, Please 











N. Y. World-Telegram 


from that same issue of the N.Y. 
World-Telegram comes this excerpt 
from an editorial on the Post Office— 
with which we also agree: 

“We know that the American people 
expect, and get, faithful service from the 
Post Ofhce employees. We know that 
these government workers, though many 
of them are union members, wouldn't 
think of striking to enforce demands for 


more money. And we want them to have 
just treatment.” 


Mud Slinging 
Collier’s for March 30, 1946 car- 


ried an article called “You’re On A 
List” by Stanley Frank. If you 
haven’t read it—you should. Read it 
some cold night for it’s pretty certain 
to “burn you up.” One paragraph is 
worth quoting— 


“In 1944, at the height of the paper 
shortage, the postal people handled 4,406,- 
082,631 pieces of third and fourth-class 
mail usually all of it addressed from 
specific, specialized lists. Such matter 
accounted for 15.4 percent of the total 
volume, and the postage added up to 
$62,685,972—about 25 million less than it 
cost the government to distribute the stuff. 
That was only part of the deficit all us 
taxpayers absorbed. As we shall see 
presently, the Post Office solves the biggest 
headache of the business, the annual 52 
percent deterioration of mailing lists, by 
offering dirt-cheap services for keeping 
addresses up to date.” 


Where the “annual 52 percent de- 
terioration of mailing lists .. .”’ came 
from we don’t know, nor does the 
author bother to tell us—but that’s a 
minor point. We can’t understand 
a magazine like Collier’s—which (by 
the way) is one of the largest users of 
the mails for its own circulation 
building and advertising space pro- 
motion—saying sneeringly “the post- 
age added up to $62,685,972—about 
25 million less than it cost the govern- 
ment to distribute the stuff.” 





Maybe they forget, on second class 
mail—the class that permits them to 
mail their publication at rates so low 
as to be almost ridiculous—that the 
postage added up to $26,851,000— 
about 100 million less than it cost the 
government to distribute the stuff. 
Or maybe they didn’t want the public 
to know that magazines and news- 
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papers were getting a subsidy of 100 
million a year. The whole thing seems 
stupid to us—we thought that in this 
day and age reputable publishers as 
well as reputable direct mail users had 
learned something about the value of 
each other’s medium and, that when 
you sling mud at one kind of adver- 
tising your mud covers all kinds. But 
then maybe the whole article is just 
a defense mechanism against such 
shining examples of the space adver- 
tising art as the current Raleigh ads 
—not to mention the full page in a 
recent issue of the New York ‘Times 
devoted to a delectable little number 
call Gri-Gri Perfume!!. (Note by H. 
H.: Mayer & Kinter must have been 
corresponding lately. ) 


Air Mail Age 


The Air Mail Age is almost with 
us. You could tell which way the 
wind was blowing if you had seen the 
recent demonstration of the Fairchild 
C-82 Packet. It’s so constructed as 
to resemble a flying mail car. A sort- 
ing section complete with sorting 
table, letter rack and chutes converts 
this “freight” plane into a sky Post 
Office. It can handle more than four 
tons of mail on a 1000 mile flight— 
having approximately 90% of the 
capacity of a railway mail car. It 
won't be long now—all first class mail 
transported by air is closer to reality 
than you think. 


ANOTHER BETTER 
LETTERS BOOK 


Congratulations to A. G. Husen, 
advertising manager of The Barrett 
Division, Allied Chemical & Dye 
Corporation, 40 Rector Street, New 
York 6, N. Y. 


Mr. Husen has just issued to Bar- 
rett dealers throughout the country 
an 80 page, plus cover, 7144” x 1016” 
book. The attractive cover bears the 
title ‘Better Letters’ with the sub- 
titles ““The Selling Power of Letters,”’ 
“Tips On How To Write Them,” 
“Letter Reproduction,” “65 Letters 
That You Can Use,” “Postal Regu- 


lations.” 


Those sub-heads give you the whole 
story of what to expect if you had a 
chance to read the book. The tips on 
writing and reproduction are excel- 
lent. The 65 sample letters should 
keep Barrett dealers on their toes... 
or more appropriately “in the mail”. 
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No need of stamps or slow, messy stamp-sticking—when 
you have a postage meter. You print the postage you need, 
for any kind of mail, directly on the envelope; and the 
meter seals the flap at the same time. Holds any amount of 
postage you want to buy at one time—always safe from 


waste, loss or theft. Provides for parcel post by printing 
postage on tape...Quick, convenient, efficient— 
and used for years in thousands of modern offices... 
Metered mail gives you a distinct advantage in the 
postoffice, too; skips routine handling, gets 
going sooner... Why mess with stamps any 
longer? Why stick stamps when you could 
have a postage meter? Models for every size 
office... Our nearest office will give you the details. 
Or write for a free booklet that fully 
explains this modern 
mailing method. 














all 








PITNEY-BOWES Posta ge Meter 


Pitney-Bowes, Inc., 2003 Pacific St., Stamford, Conn. 
Originators of Metered Mail. Largest makers of postage meters 
Offices in principal cities. in canaDA: Canadian Postage Meters, Ltd. 











Eighth Installment 


Getting the Right Start 
In Direct Advertising” 


A course of study for “beginners” who want to start learning 
about a most intricate, but effective, form of Advertising 


conducted by 


HARRIE A. BELL 


CAMPAIGNS, CONTINUITY, FOLLOW UP 


The word campaign, as used in 
advertising, has come to mean a sus- 
tained effort. In space advertising 
the more practiced users rarely pause 
in their advertising ; they sustain their 
effort indefinitely. If they use the 
word at all, it’s “This year’s cam- 
paign,” or “Next year’s campaign.” 
That is, of course, the correct way 
to make advertising a vital part of 
your selling plan, which is a continu- 
ous, not a spasmodic process. 


While space advertising is visible 
for all to see, direct advertising is not; 
in consequence, unless you are on an 
advertiser's mailing list you may not 
realize that he is also conducting just 
such a continuous direct advertising 
effort, year in and year out. And 
here too, through common usage, the 
word campaign has come to refer to 
“this year’s mailings,’ or “this sea- 
son’s mailings,” even though the ad- 
vertiser may never let down in his 
constant campaigning year after year. 


Then again, many advertisers do 
not maintain a steady flow of adver- 
tising material, but do their cam- 
paigning by jerks and starts—a few 
mailings this fall, perhaps, and a few 
next spring. As a result, any group 
of a few mailing pieces, usually plan- 
ned at the same time and to be mailed 
out one after the other, has come to 
be called “an advertising campaign.” 


We will discuss campaigns, there- 
fore, from this more common usage. 


There are many sound reasons why 
vou should invest your advertising 
funds in a campaign rather than in 
one single mailing. 


Buyers—and we are all buyers of 
something—react more readily to old. 
familiar things than to something new. 
If the name of your product, or of 
your firm, is new to the reader, he 


pays less attention than you'd believe. 
It takes a number of impacts before 
he begins to admit—maybe quite un- 
consciousl|y—that there’s something fa- 
miliar about your name and your 
product. 


“Who’s he? I never heard of 
him!” is not an infrequent remark— 
and you have to break it down with 
advertising. 


Again, one good reason for buying 
your product may be “put over” in 
one mailing, and another equally good 
reason in each following piece—until 
you have built up in your prospect’s 
mind a sound desire to consider a 
purchase. Each new mailing piece 
thus refreshes his interest in your 
product, but stresses at the same time 
an additional point in its favor; or it 
could repeat the former sales point, 
viewed from another angle. 


Furthermore—as every advertising 
man must admit—no one can hope to 
create advertising that will produce 
100° of readers. The first mailing 
may come to a reader’s desk when 
other matters are more pressing—and 
be lost in the shuffle. Maybe he’ll 
see the second, or the third mailing. 
Other readers may happen to see No. 
| mailing, but fail to look carefully 
at a following piece. But in the long 
run, if your advertising campaign is 
persistent, an appreciable number of 
recipients will finally begin to get 
vour message. 





In this connection it is well to men- 
tion that while one main point is all 
vou may hope to get over in each 
mailing, vet each mailing should be 
complete in itself—in no way de- 
pendent. for clear understanding, upon 
a previous mailing or upon one to 
come. It may not tell the whole story 
of why the prospect should purchase 


* This course is copyrighted and must not be reprodtced in part or whole without permission. 
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vour goods (or do what you want him 
to), but on that feature which it 
emphasizes, it should give adequate 
reasons. And, to repeat from earlier 
chapters, those reasons will lie more 
in the value to the buyer than in a 
mere description of the product. As 
a concrete example, “You can play 
bridge all afternoon—and dinner will 
be in the range all ready to serve on 
your return,” is a more forceful line 
to sell electric ranges than any pos- 
sible description of the thermo-units 
or the porcelain. 





In planning a direct advertising 
campaign you would proceed precisely 
as outlined earlier in this_ series. 
Know to what types of people your 
mailings will go; learn every possible 
fact about their habits, desires and 
prejudices; work over their possible 
reactions and skepticisms; determine 
clearly what motives you must invoke 
to arouse their interest. Then chart 
out exactly what is the Basic Idea for 
this campaign. Is it to induce people 
to send in for more information? Is 
it to bring them into the store? Is 
it to get permission to send a sales- 
man? 


Having determined exactly what 
your Basic Idea is for the whole cam- 
paign, you can begin to work out 
what shall be your Basic Idea for 
each piece in the campaign. ‘There 
is not, nor should there be, any fixed 
plan that you must follow—for each 
problem has varying factors. In the 
case of the electric range mentioned 
above, vour Basic Idea for the whole 
campaign would no doubt be to get 
the prospect into the store—where 
the sale could be completed by the 
salespeople. 


How would you work out the 
Basic Idea for each of three mailings 
on this electric range? One solution 
might be this: For the first piece 
we'll try to induce people to come 
into the store—the more people we 
get to do that at once, the less our 
sales cost. For the second piece, we'll 
aim at getting inquiries for our sales 
booklet—which may induce a few 
more to come in. For our third mail- 
ing, well ask them to permit our 
salesman to call. This will increase 
the cost of the sale, so we'll not use 
this till the two other plans have been 
tried. 


Note that the Basic Idea of the 
campaign is to get people to come 
into the store—to take one step in 
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completing the sale. No. 1 mailing 
has that for its Basic Idea, too. No. 
2 piece also seeks to advance the sale 
one step—but not so large a step. 
No. 3 also seeks to take one step, 
equally small. But on those who send 
for the booklet or permit the sales- 
man to call, the try for a visit to the 
store is still continued—for the Basic 
Idea is to get them down where they 
can see the range and be sold by the 
personal approach. 


With campaigns as with each single 
piece, the important thing is to have 
a definite goal and steer directly to 
that goal and nowhere else. At the 
risk of growing tiresome, I repeat that 
more advertising money is wasted by 
misdirected effort or wandering from 
the Basic Idea, than is used in intelli- 
gent application to a planned and 
fixed goal. 

An effective advertising campaign 
cannot be produced by reading how 
to do it, in a book. It is the result of 
intelligent thinking after proper prep- 
aration of your mind with facts and 
figures available, as outlined earlier 
in this work. 


As an instance, let’s examine a 
Chevrolet direct advertising campaign 
(backing up the customary space ad- 
vertising) as I observed it entirely 
from the outside during the fall of 
1939. 


The first piece came to my home 
from my local dealer, inviting me to 
see the new models at his showrooms. 


As I was leaving the showrooms— 
not having purchased—the dealer 
handed me a catalog of the models, 
containing detailed descriptions of the 
principal features. 


He also handed me a “Chevrolet 
Almanac,” with page after page of 
interesting and highly varied infor- 
mation—the sort of year book you 
can’t easily throw away because some 
of that information might come in 
handy. Next summer, for instance, 
I may want to know when are the 
moonlight nights—and that’s in there, 
in such a clearly presented chart as 
1 never saw before. This book is 
punched and strung, all ready for 
hanging on a nail—not easy to throw 
away—and adequate to carry the 
Chevrolet story in our house during 
most of the following year. 





In the home of a man who didn’t 
buy, that’s a valuable thing for 
Chevrolet. 
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MERCURY-LITH ROLLERS 
For Multilithing Machines 


These deluxe rollers assure clean, 
clear impressions every time, re- 
quire less adjustment, reduce pa- 
per spoilage. See the difference. 
Mercury-Lith costs no more. 


MERCURY-LITH BLANKETS 


For Multilithing Machines 


They fit your machines smoothly, 
won't lose their shape! What is 
more, these blankets are built ex- 
actly like the lithographic blankets 
we produce for the world’s largest 
color-presses! 


MERCURY-GRAPH ROLLERS 
For Multigraph Machines 
Get the roller built by experts! 
Mercury-Graph is made in the larg- 


est plant devoted solely to rollers 
and blankets for the graphic arts. 
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The fourth direct advertising piece 
from Chevrolet that year came to 
me every month thereafter—a_pic- 
ture magazine well worth looking at, 
that I did look at, and that gently 
kept the Chevrolet story fresh in my 
mind. 





That was a simple but effective di- 
rect advertising campaign—one care- 
fully thought out for its impacts on 
me, a likely prospect. The invitation 
and the magazine were sent in the 
mail: the catalog and the almanac 
were handed directly to me. Each 
piece had a definite job to do. The 
announcement did get me to the show- 
room. The personal salesman and 
the catalog didn’t close the sale, but 
the almanac and the monthly maga- 
zine still kept at work. (The fol- 
lowing year I did buy the Chevrolet!) 


Sometimes advertising campaigns 
are purely institutional. I’m conduct- 
ing one now where no direct results 
are planned for and none expected. 
The mailing pieces go out about once 
a month, and their sole purpose 1s 
not to let the firm name nor the 
quality of the product be forgotten. 
This particular series has won some 
pleasing comments from professional 
critics who sense its purpose—but re- 
cipients rarely make direct response. 


The question is often asked. 
“Should all the pieces in a campaign 
be so similar that the readers will 
recognize | them as part of the same 
campaign You could answer this 
either way. There is some value, no 
doubt, in making one piece seem more 
familiar because of others almost like 
it which came earlier. On the other 
hand, too many similar pieces grow 
rather tiresome, and prospects may 
lay them aside as something seen be- 
fore. Furthermore, there is undoubted 
value in variety, often called “a 
change of pace.” 


New life and interest can be put 
into the same old story, retold as a 
folder, booklet, letter and broadside. 
Not the same copy—but the same 
sales story ! 


A campaign is a method of attack. 
You are making an assault on your 
prospect’s natural indifference to your 
product. The thoughtful strategist 
works out his plans—the ways and 
means to catch your attention, hold 
your interest, and impel you to take 
action. If he can’t catch your atten- 
tion with this approach, maybe that 


i4 


one will get you—so he makes a 
broadside for one approach, and a 
“stunt” mailing for another. There 
is no set formula. But essential i 
gredients are a definite knowledge of 
what you are trying to accomplish 
(the Basic Idea), and an intelligent 
understanding of why people will re- 
act to certain suggestions. 


(To Be Continued) 


e 
TESTING GULLIBILITY 


The Screwiest Direct Mail case of 
the month was reported in the New 
York Times on April 5th. According 
to the report, 200 people in the metro- 
politan area (selected indiscriminately 
from the telephone book) received the 
following letter: 


“We recently received an inquiry from 
a party with a name similar to yours, but 
without an address, requesting that we 
send them one of our educated apes for 
a thirty-day free trial. 


“You ask if our apes can be used in 
housework, table-waiting, etc. Definitely, 
yes. Our apes are in service now in many 
homes. Their initial cost is low, they 
require little food and practically no 
clothes. They make ideal servants. 


“Unless we hear from you to the con- 
trary, we will send your ape, tegether 
with an instructor, in the near future. 
The instructor will live with you for a 
week to orient your ape in his new en- 
vironment.” 


A distraught and worried house- 
wife referred the letter to the County 
Sheriff’s Office. The County Sheriff 
referred it to the FBI. The letters 
were signed and mailed by a James 
C. Adams of Bernardsville, New 
Jersey, who when finally questioned, 
claimed that he was running a survey 
“to test the gullibility of the American 
public.” 


There’s no record to date on how 
many people “bit” although one reci- 
pient told the investigators that science 
had advanced and it sure was a 
wonderful world when apes could 
wash the family automobile and hang 
the window screens. 


* 
Speaking of Books... 


Next month we will announce the exact 
date for the appearance of Harrie Bell’s 
Course in Direct Advertising in perma- 
nent book form. It is all set in type and 
page proofs are ready. 


Book will sell for $4.00 per copy. Lim- 
ited edition. If you want to get on the 
list for a first copy, send us your order. 





Special note by Henry Hoke set in small 
type to save space. 


This item is for our many friends who 
have followed and supported our six- 
year campaign to free the mails from the 
frauds who use it to weaken or destroy 
democracy. 


We no longer have space in The Re- 
porter for full coverage of the subject. I 
help others, such as Friends of Democ- 
racy, in editing and producing informa- 
tive material. 


But present situation demands some 
mention here. Attacks against this re- 
porter and against the book, “It’s A Se- 
cret” grew so violent this past month that 
it became necessary to do something out 
of the ordinary. So on April 10, we in- 
serted a 4-column, 200-line personal ad- 
vertisement, answering the attacks, in the 
Washington (D. C.), Post. Legal con- 
siderations prevented naming names and 
giving complete details. Following ap- 
pearance of ad, reprints were mailed to 
approximately 20,000 interested people. 
The response has been gratifying. 


Although we do not have space to show 
you the entire copy ... you should read 
the introduction. 


There has been too much secrecy about “It’s 
A Secret.’’ . . . Frantic moves are being made 
by certain characters described in my book to 
suppress or discredit the story. ...I have 
‘earned that it is difficult to purchase “It’s A 
Secret’’ in Washington, D. The book has 
mysteriously disappeared from some stores, al- 
though the publisher (Reynal & Hitchcock) 
can and will fill all orders. ... Attacks have 
heen made against “It’s A Secret’’ in Congress. 
Some of these attacks resemble the comic 
opera tactics described in the book itself... . 
Recently, a secretary of a member of Congress 
was subpoenaed by a House committee and 
auestioned in secret session about his connec- 
tion with the author of the book. ... Other 
friends of mine in Government and Congres- 
sional offices have been questioned privately in 
an effort to find ovt how I found out what 
has been printed in ‘It’s A Secret.’’ (No effort 
to find ovt if my basic charges are correct!) 
Friends are being ‘‘tailed’’ by secret investiga- 
tors. . . . On March 16 someone broke into 
the apartment of a researcher in Washington 
and illegally removed his personal correspond- 
ence with me and all the evidence he had col- 
lected seeinst a House committee employee 
who head heen associated with fascist forces. 

Charges have been bandied about that 
the author of “It’s A Secret’”’ is a communist, 
a liar or the representative of a a 
‘“‘eroup”’’ esger to wreck democracy. .. 
these reasons I want to have the facts ms 
public. 


From there on the ad gave the exact 
facts about the author and the book. If 
any reader of The Reporter wants a re- 
print, send us a post card request. and 
you'll get one by return mail. You'll get 
the idea that the battle to keep the mails 
clean (of destructive propaganda) is any- 
thing but a bed of roses. 


Oh, yes ... the heading for this item? 
So many people have tried to keep “It’s 
A Secret” from becoming known... we 
thought we might as well confuse the 
issue still further. A Chinese lady work- 
ing next door to our office drew the correct 
characters for us . Meaning it ts a 
secret. 
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... and because Fred Scheff will be on vacation from May 154 until 


September 31d 1946, his office will be closed during that time... 


We are reproducing (reduced) the 
unique 6” x 4” card recently mailed 
by Fred Scheff (the letterhead de- 


signer ). 


In case you can’t read the copy, it 
says “. . . and because Fred Scheff 
will be on vacation from May 15th 
until September 3rd, 1946, his office 


will be closed during that time...” 


Wouldn’t a lot of us like to send 
out an announcement of this kind ? 


Oh my! 


* 
WELCOME FOLDERS 


Haven't seen a “Welcome To Our 
Office” folder for a long, long time. 
That type of good will printed piece 
dropped out of use during the war. 


So congratulations to Austenal 
Laboratories, Inc., 5932 Wentworth 
Avenue, Chicago 21, Illinois for 
reviving the idea. John Mannion, 
Advertising Manager, sends us speci- 
men of a little folder produced for 
the Austenal New York office, 224 
East 39th Street, New York 16, N.Y. 
Measures 4” x 614” and opens into 
three wings. The title is “You Are 
Welcome at Austenal.”’ 


The folder is given to all visitors at 


the New York office. 


The friendly conversational copy 
(illustrated with semi-humorous car- 
toons) outlines the company and its 
services. One of the back flaps carries 
a sketchy map... with the location of 
Austenal emphasized in relation to 
other well-known spots such as Grand 
Central, Public Library, etc. It’s a 
good idea and we should be seeing 
more specimens of this nature soon. 


Added Note: We should also com- 
ment on the recent advertising folders 
issued by Austenal. They are tops in 
illustration and typographic technique. 
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SALES MANAGERS 
ADVERTISING MANAGERS 
BUSINESS EXECUTIVES 








THE MOST COMPLETE 
MAILING LIST DIRECTORY PUBLISHED 


IT’S FREE 
128 PAGES * 12000 DIFFERENT LISTS 


WRITE FOR Your copy TO-DAY 








W-S°>PONTON: Inc. 


i Te 


SIXTH AVE.at I9 th. STREET 


NEW YORK 








We have specimens of five recent 
mailings . .. produced by the company 
but designed to build up the reputa- 
tion, responsibility and special services 
of distributors. 


Each piece is a standardized 814” 


x 11”, + page folder. Lithographed 
in seven colors. “Vhe showmanship on 
the cover illustrations is superb. Art 
work was done by Leo Wolf of 
Chicago .. . lithography by Marquette 
Oftset Corporation of Chicago. 
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Why Not More Often? 


Hal Pursell, Sales Promotion 
Manager of Moore Business Forms, 
Inc., Niagara Falls, New York gives 
us a fine report on how close coopera- 
tion between the advertising agency 
and the sales promo- 
tion department of 
the advertiser can 
unite to _ produce 
more effective ad- 
vertising. 


He sends us a re- 
print of the full 
page ad created by 
N. W. Ayer and 
Son... and run in 
national magazines. 
He also sends a specimen of a Direct 
Mail piece produced by the sales pro- 
motion department of Moore Business 
Forms, Inc. The cover of the Direct 
Mail piece tied-in with the national 
advertising . . . by using the same art 
work on the cover of the piece as was 
used in the magazine ad. 

In the magazine ad, the company 
told their general story without going 
into detail. In the Direct Mail piece, 
the company tells a case history of an 
actual installation that substantiates 
the story told in national advertising. 


Mr. Pursell concludes his story 
with this sensible statement: ‘We 
plan to continue this same type of tie- 
in Direct Mail throughout the year.” 


The Reporter has been griping* 


about this subject for more years than 
we can remember. More national 
advertisers should adopt this same 
technique. Usually there is no rela- 
tionship (or little) between the 
national space advertising and the 
direct advertising of the company. So 
unhesitatingly, we give an Orchid of 
the Month to Hal Pursell and every- 
one concerned. Incidentally, Hal Pur- 
sell and Moore Business Forms, Inc., 
deserve a double orchid for the way 
they are explaining their advertising 
to employees. 

Mr. Pursell believes that more 
advertisers should explain their polli- 
cies to their employees so that the 
people who make the product under- 
stand what the company is trying to 
do and how advertising is creating 
jobs. So his sales promotion depart- 
ment and the advertising agency went 
to work on a joint project. The re- 
sult was a 914” x 614” booklet of 24 


pages. Its attractive, illustrated cover 
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is entitled “Millions Of Eyes.” Here 
are some of the running heads on the 
well-illustrated and briefly worded in- 
side pages “What is Adverti- 
sing?”, “What Does Advertising 
Do?”’, “Why Are 
We Advertising ?”’, 
‘Should Advertising 
Sell MOORE Pro- 
ducts directly?”, 
“Whom Do ‘We 
Want To Reach 
With Our Adver- 
tising?”’, “What 
About the Adver- 
tisements ?”’, “What 
About the Future?” 
The last two pages 
show some of the scheduled 1946 ads 
and illustrate the magazines in which 
they have appeared or will appear. 


The final two line summary should 
be adopted by all advertisers as a 
permanent slogan, “Intensive Adver- 
tising Means Increased Business— 
More Business Means Steadier Em- 
ployment.” 


Some of the readers of The Re- 
porter should be interested in getting 
a copy of this fine piece for their idea 
file. Try writing to Mr. Pursell. 


GETTING A JOB IN 
ADVERTISING 


We are always interested in any 
book which attempts to tell people 
how to get a job in advertising. 


The latest one goes by the title of 
this item. Was written by James 
Davis Woolf, Vice-President of J. 
Walter Thompson Company.  Pub- 
lished by The Ronald Press Company, 
15 East 26th Street, New York 10, 
N.Y. Price $2.00. 


We have the same criticism of this 
book which we made of a previous 
vocational guidance job turned out 


by Mark O'Day. 


Both books were written by adver- 
tising agency men... and both books 
are slanted entirely too much that 
way. 


“Advertising” is just a_ beautiful 
dream of large space contracts and 
highfaluting agency operation. 


Direct Mail is mentioned just twice 
in the Woolf book. On page 4 the 
author admits that thousands of busi- 
ness firms do not advertise to the con- 
suming public and that these 
advertisers use Direct Mail, trade, 
technical and_ professional publica- 
tions, etc., etc. 


On page 58, the author lists the 
various advertising media. Direct 
Mail is put at the bottom of the list. 
Just those two words . nothing 
more. 


Since the Direct Mail advertising 
field employs more people than any 
other form of advertising . . . we 
suppose the author expects to write 
another book devoted entirely to that 


field. 


A PERFUMED MAILING 


S. Harold Labow Advertising 
Agency, 55 West 42nd Street, New 
York 18, N.Y. tells us about and 
shows an unusual idea in perfume 
merchandising. It’s a little Keepsake 
stitched booklet measuring 3144” x 2”. 
The cover is titled “Etchings de 
Renel.” It was first used recently as 
a tie-in offer in a special promotion 
campaign for “Etchings” by Gimble 
Brothers of Philadelphia, when the 
president of Parfums de Renel spoke 
on WIP. Inside Keepsake is a neat 
little packet of six scented perforated 
cards, resembling a miniature check 
book. Blotting stock was used in order 
to retain the odor. Face of each blot- 
ter card features a different item in 
Renel line. Back of each card carries 
a complete check list of the firms 
“Etchings” line of perfumed products 
with prices and check off boxes. 


The specimen sent to us has re- 
tained its full odor for more than the 
30 days it remained in our editorial 
drawer . . . showing that perfumed 
mailing pieces are entirely practical. 


Note of Caution: If you every try 
a tricky perfumed mailing piece .. . 
don’t be like the fellow Ed Mayer 
told about in a recent talk. He had 
his letters prepared in simulated 
feminine handwriting. The envelopes 
were addressed in similar handwriting. 
But the letters were mailed to the 
home addresses of a masculine mailing 
list. The story is that the mailing 
was a complete flop-er-oo. 
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A REPORTER FEATURE 


ONE ADVERTISING MAN 
TO ANOTHER 


A Critical Analysis of Advertising 
as Seen by George Kinter 


Dear Henry: 


I didn’t think you were the sort 
of a fellow who would “hurrah” a 
friend’s worries, but now that my eyes 
have been opened I will cut your 
shoulders, from my list of weeping 
posts; and, I hope you will be sadden- 
ed to learn that the little worry that 
caused your hat waving has not only 
vanished but the cause of it got me a 
free lunch and added a lot to my pile 
of knowing. 


As I told you in my note, which was 
not meant for publication, Mr. Den- 
nison of the local BBB was a bit per- 
turbed over my unquoted “Lance” 
story, and in his perturbation, invited 
me to have lunch with him. After 
lunch I spent several enlightening 
hours in his office. 


The first bit added to my pile of 
knowing was the information that the 
K. J. Whalen, who publishes the 
dirty rag called the “Lance” is not a 
“Mister” but either a “Miss” or a 
‘““Missus.”” It seems that the so-called 
‘Business Men’s Protective League” 
and the “Lance” were the _ brain 
children of one Frank Dalton O’Sulli- 
van, a long time operator of fake 
detective agencies and equally phony 
detective schools and was subject of 
several fraud orders issued by the 
Postmaster General of the United 
States. 


According to the records of the 
Better Business Bureau and I quote, 
“O’Sullivan became a_ professional 
BBB enemy in 1933 with his publica- 
tion “Ihe Lance’. The so-called Busi- 
ness Men’s Protective League was 
simply a front for O’Sullivan’s activi- 
ties, and his ‘business angle’ was to 
offer copies of the ‘Lance’ in bulk to 
crooks and shady business operators 
who had been exposed by Better Busi- 
ness Bureaus.” 


A heart attack, possibly super- 
induced by an honest thought or act, 
caused O’Sullivan’s death several 
years ago and his secretary, one Kate 
Whalen fell heir to the tools of his 


trade, which she is using with dexter- 
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ity equaled only by that of her late 
boss. 


The BBB could sue Kate for libel 
but it prefers to ignore her spewings 
of hate rather than dignify her 
operations with a libel suit. 


Another thing I learned while my 
free lunch settled, was that the BBB 
doesn’t shut its eyes to questionable 
advertising or activities of its own 
members. A sizeable number of com- 
plaints registered with the local 
Bureau are against members of the 
Bureau and the case records show 
clearly that the Bureau is as quick to 
put a finger on unsavory business 
practices of members as it is on the 
fraudulent methods used by non-mem- 
bers. 


As I think most 
everyone knows, the 


Case records involving Bureau 
members who have strayed from the 
straight and honest method of doing 
business, show that most of them, 
when shown the errors of their way, 
are willing to turn over a new leaf 
and become good boys. 


Case records of most non-members 
reflect the sore need for more drastic 
measures than the limited publicity 
that the BBB gives their fraudulent 
activities. 


The Better Business Bureaus may 
deserve a bit of criticism from time 
to time for things they have done or 
things they may have left undone 
(what organization or _ individual 
doesn’t), but I think the greatest 
amount of criticism is based on hear- 
say or instigated by such scurrilous 
attacks as those of Kate Whalen. 
Many people reading such stuff as she 
writes fail to note the absence of any 
definite charges. If Kate and her ilk 
were compelled to point a finger at 
the victims of the BBB’s “damnable 
publicity,” the finger would have to 
be pointed at individuals or concerns 
deserving such publicity. 





BBB has no author- 
ity to regulate busi- 
ness —it can only 
investigate and ex- 
pose frauds and 
rackets, but I gath- 
ered from my talk 
with Mr. Dennison 
that the Bureau’s 
main effort is to pre- 
vent the necessity of 
investigating and ex- 
posing frauds, rack- 
ets or unsavory busi- 
ness methods. To 
this end the BBB 
has compiled a book 
titled “A Guide to 
Retail Advertising 
and Selling.” If this 
guide was followed 
there would be little 
need for the Better 
Business Bureaus 
but many of these 
books like many Bi- 
bles, are not dog- 


or if read are inter- 
preted to fit the 
‘reader's own reason- 





ing. 


2,000,000 
OHIO AUTO AND 
TRUCK OWNERS 


Complete Lists by 


COUNTY, CITY 
or TOWN. 

By MAKE or 
YEAR MODEL. 


New lists annually from license applications. 





Addressing and complete mailing jobs - 


promptly handled. 


CAPACITY 100,000 DAILY 


Ohio Motor List Company 


Zanesville, Ohio 


320 Richards Bldg. 
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What would it be worth 
to YOU to receive 
$10.00 to $4,000.00 
EXTRA EACH YEAR? 


MOSELY CHECKS are welcome addi- 
tions to PROFITS, useful for new equip- 
ment, more people, increased advertising! 


These checks don’t come “out of a hat” 
but from your addressing on a one-time 
basis empty envelopes to your lists for 


non-competing MOSELY MASS MAIL 
ORDER CLIENTS. 


OVER 15,000 CHECKS HAVE 
BEEN SENT TO 
LIST OWNERS BY MOSELY 


Tell us what lists you have, how arranged 
and plan to appoint MOSELY as 
YOUR EXCLUSIVE NATIONAL LIST 
BROKER. 


It will pay you! 


Write Dept. R-4 


MOSELY SELECTIVE LIST SERVICE 






Mail Order 4 WN Headquarters 
va'p’ 
38 NEWBURY STREET 


BOSTON 16 
““MOSELY sends the CHECKS!”’ 


EYE’CATCHERS 





reaches out and 


HE photo that 
grabs the eve quickly guarantees a 
fiving start towards profitable results. 
That’s our job! We put a hundred 
new photo subjects on your desk ever\s 


month ... all situations ... all types 
of business . . . all permeated with 
PEP. Newest techniques .. . newest 
ideas .. . newest photography. If you 
have a finger in the creative pie of 
Sales Promotion EYER*CATCHERS will 
make vour ads sing... and at 36 a 
month it can bhe sneaked into anv 
budget. Write for free proofs and de 
tails of subseription plan. 


CLIP COUPON TO LETTERHEAD AND MAIL 


| FREE! ... mail this now! | 


EYE XCATCHERS, Inc. 10''2 E. 38th St., N.Y. 16 


Please send FREE proofbook referred to 
| in ad. No obligations. 


Name ; | 
! 





Address 


City State 
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Most people who are influenced by 
propaganda find it rather embarrass- 
ing when asked to back up their 
charges with definite evidence. 


There are probably a lot of people 
who have been lead to believe that the 
BBB coerces business men into mem- 
bership and endeavors to ruin honest 
non-members, who couldn’t point a 
finger at a single case of such sort. 


The following letter you sent me 
from an advertising man may or may 
not be a case in point: 


“I don’t know anything about Wm. K. 
J. Whalen, or his obviously intemperate 
“Lance” publication. But his charges may 
be less one-sided than George Kinter 
realizes, if my own observations of the 
local Better Business Bureau are any 
criterion. 


While the Better Business Bureau does 
excellent work on the whole, its behavior 
may also be questioned on occasions. It 
has been known to lend itself to compe- 
titive squabbles in which the issue is not a 
clear-cut one of protecting public interest, 
but merely one of protecting certain re- 
tailers against other retailers’ competition. 


Their carelessness in letting themselves 
be so used, and also in soliciting member- 
ships on the basis of such dubious tactics, 
has given the Better Business Bureau an 
unfortunate reputation, even in some 
respectable quarters in Los Angelés.” 


| forwarded this letter to Mr. Den- 
nison, with the following note: 


“IT wonder if you would care to com- 
ment on this. I seem to have stuck my 
neck out too far.” 


Here is Mr. Dennison’s reply: 


“Thanks a lot for forwarding the letter 
Henry received from this source. 


“While our files contain no information 
on the subject, I will hazard a guess 
that either this Company, or one of its 
accounts, has run afoul of the Better 
Business Bureau. 


“The Los Angeles Bureau is an out- 
standing Bureau, and Mr. .. .’s allega- 
tions that ‘it has been known to lend itself 
to competitive squabbles in which the issue 
is not a clear cut one of protecting public 
interest, but merely one of protecting cer- 
tain retailers against other retailers’ com- 
petition,’ is worthy of more than passing 
attention. 


“There are, of course, instances where- 
in Better Business Bureaus will intercede 
with retailers where the issue of public 
interest is ‘not clearly’ at stake. 


“I refer you to Sections IV, VIII and 
IX, of the Fair Trade code for Advertis- 
ing and Selling, as promulgated by the 
National Association of Better Business 
Bureaus: 


Section IV—Tell Customers what they 
want to know—what they ought to 
know about what is offered so that 
they may buy wisely and obtain the 
maximum satisfaction from their pur- 
chases. 


Section VIII—Advertise and sell mer- 
chandise or service on its merits and 
refrain from attacking your compe- 
titors or reflecting unfairly upon their 
products, services, or methods of 
doing business. 


Section IX—If Testimonials are used, 
use only those of competent witnesses 
who are sincere and honest in what 
they say about what you sell. 


“As you know, it is not a Bureau func- 
tion to protect ‘certain retailers against 
other retailers’ competition, —if that com- 
petition is honorable and fair. 


“In view of the voluminous correspond- 
ence which has passed over my desk as a 
result of your unquoted ‘Lance’ story, and 
particularly because of your crusade for 
fair play in advertising, which parallels 
our own thinking, I would like to urge 
that this matter be followed through. 


“Will you write Henry Hoke and ask 
that he request Mr....... to cite a specific 
instance in illustration of his allegation? 
I have a hunch that such a request from 
Henry might be productive of good ma- 
terial for a future article. 


“Will you keep me advised of any prog- 
ress in this matter?” 


I think Mr. Dennison has some- 
thing in suggesting that you ask the 
Los Angeles advertising man to cite 
a specific instance that will back up 
his allegations. 


Even though this advertising man 
comes back with a bona fide case of 
a Better Business Bureau protecting 
“certain retailers against other re- 
tailers’ competition,’ I am not going 
to join Kate Whalen’s Business Men’s 
Protective League—there are double- 
crossers and chiselers in many worth- 
while organizations. 


One who views with suspicion an 
entire organization or profession in 
which is found a few members that 
are off-color is putting oneself in the 
class such as that occupied by the 
advertising man I wrote about last 
month who considers the public a 


“Jerk.” 


Just because a few doctors can be 
bought to prove claims for this, that 
or the other product, does not justify 
condemning the entire medical profes- 
sion, neither should advertising as a 
whole be condemned merely because 
a few advertisers and their agencies 
turns out stuff that stinks. 
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For years I have harped on the need 
for finger-pointing—it is the only way 
in which false, misleading and offen- 
sive advertising can be curbed. Adver- 
tising publications editorially admit 
that there are a “few” advertisers who 
are hurting advertising as a whole. 
If there are only a “few,” why in 
heaven’s name don’t the publications 
point them out and why did they so 
criticise Reader’s Digest when, several 
vears ago, it attempted to do that very 
thing. 


The nearest approach to pointing 
out false, misleading and offensive 
advertising has been to designate 
cigarette advertising, soap advertising, 
cosmetic advertising or patent medi- 
cine advertising, all of which convey 
the idea that all cigarette, soap, cos- 
metic or patent medicine advertising 
is false, misleading or offensive. 


Pointing fingers and naming names 
is necessary to clean up any situation 
and that is just what the Better Busi- 
ness Bureaus are doing, and _ its 
criticisers should cite cases and name 
names in making charges against it. 


Being a good friend of the Better 
Business Bureaus, Henry, possibly you 
have stuck your neck out too far in 
making public your “no blue pencil” 
policy in regard to my scrivenings 
for if your Los Angeles advertising 
man comes back with case records 
showing that the Los Angeles Bureau 
“protects certain retailers against 
honorable and fair competition of 
other retailers,” I’ll report the fact 
even though it kills all hope of ever 
getting another lunch on friend Den- 
nison. 


Business Engineer Racket 


I have been privileged to read the 
manuscript of an article titled ‘“Be- 
ware the ‘Business Engineer’,” sched- 
uled to appear in the April issue of 
‘Frauds and Answers,” a West Coast 
publication, that seems to be doing a 
pretty good job of disseminating in- 
formation on current frauds, rackets 
and the like. Clarence Evans of Chi- 
cago, who authored the piece, got 
his material first hand by taking a job 
with one of the largest operators in 
‘Business Engineering,” an outfit op- 
erating coast to coast with offices in 
New York, Chicago and San Fran- 
cisco. Both industrial publications and 
the mail are used to build up the 
name the racketeers use and prospects 
are mailed business statistics, market 
news, management and engineering 
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advice for a time, free gratis, for 
nothing as sort of pump-priming prior 
to a representative's call. When the 
prospect signs up at a paltry fee, and 
most of them do, the “engineers” be- 
gin giving him the business and doing 
an engineering job on his bank ac- 
count. 


Given a free hand, the “engineers”’ 
find out enough about the prospect’s 
business to make it quite embarrassing 
for him if reported to the OPA or 
the Internal Revenue Department 
with the result that the survey 
engineer and his crew are retained 
for quite some time at a high hourly 
rate. 


While we are “agin” rackets of all 
kinds, we can’t feel terribly sorry for 
the kind of business men who use 
business practices that make them 
meat for the blackmailers. 


Against Price Control 


I wish I had sufficient cigarettes 
and black coffee to tide me through 
what I would like to say about an 
atrociously done book of 113 pages 
of hand-lettered arguments of the 
National Association of Manufac- 
turers against price control, but the 
neighborhood store is closed, cutting 
off my supply of cigarettes, and the 
coffee pot is empty. However, the 
party who sent me the book summed 
up about all I could say about it in a 
penciled scrawl on the front cover, 
which I finally deciphered “A good 
example of BUNK.”  Its_ physical 
appearance and primer style in pre- 
senting the BUNK leads me to be- 
lieve that it certainly must have been 
prepared by one of those two-by-twice 
thinkers who figures the public as a 
“jerk.” | wouldn’t be at all surprised 


to hear the NAM’S BUNK in up- 


to-the-minute radio jingles. 
George Kinter. 


* 
BOUQUET! 
Dear Mr. Hoke: 


A couple of months ago we sub- 
scribed to your magazine, and this 
letter is intended as a bouquet for the 
way you and your staff keep each 
issue interesting and informative. I’d 
like to say that I read your publica- 
tion almost as thoroughly as your 
proofreader, and with greater en- 
thusiasm. 


H. J. Pollock Safety Supply Co. 
Hermant Bldg., Toronto, Ont., Can. 











SELL BY MAIL 


With Actual Photos! 





This is a No. 4 “Tip-on”’ (Actual Size) 


Let genuine photographs of your prod- 
ucts or service work for you on sales 
letters, folders, circulars, ete. 


Any original photograph will reduce 
proportionately into six different sizes 
of “tip-ons,” gummed on reverse side. 
No. Size 500 1,000 2,000 5,000 
4 1%x2% $9.50 $14.75 $24.00 $50.00 


2 2%x3% 12.00 17.50 33.00 75.00 
3 1%x3% 10.00 15.00 42.00 60.00 
6 1%x1l1% 8.00 12.00 20.00 47.50 
9 1%x1% =7.00 10.00 18.00 40.00 
1 3%x5% 17.00 27.00 49.00 110.00 


We suggest you send us your original 
photograph, and we will gladly pre- 
pare samples without cost or obliga- 
Seven to ten day service. 


* 
The Grogan Photo Co. 


Danville, Illinois 


tion. 








SELL BY MAIL 


Let this successful mail order advertising 
agency show you how to sell your merchandise, 
books, courses, services, etc. 


The ARTWIL CO., Advertising 


24 West 48th Street @ New York 19, N. Y. 
MEdallion 3-0813 














HELP WANTED 








CIRCULATION SALES TRAINING 
DIRECTOR— For promotion of circulation 
of several published business — services, 
presently sold successfully by mail. Desire 
to build up national sales force to increase 
subscriptions by direct selling in the field. 
linusual opportunity for right man in 
virgin field. Box 401, The Reporter, 17 
EK. 42nd Street, New York 17, N. Y. 
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We Have The 


NATIONAL LISTS 


Compiled to Reach 
INDUSTRIAL and 
FINANCIAL ... 


* Executives 

* Treasurers 

* Controllers 

* Purchasing Agents 

* Engineers 

* Employees 
e 

Discharged Servicemen 

* 


Consumers... 
* Housewives 
* Civil Service People 
* Club Members 


® Association Members 
€ 


Public Officials 
® City, State, Federal 


DUNHILL LIST CO., INC. 


565 FIFTH AVENUE 
NEW YORK 17, N. Y. 
Plaza 3-0331 














































LET'S WRITE 
FRIENDLIER 
LETTERS’... 


by EARLE A. BUCKLEY 


Send $1 for your copy of this 
new correspondence manual 
that Du Pont, Hercules Pow- 
der Co., Bell Telephone Co. 
and over a thousand other 
firms are using to teach their 
people how to write BETTER 
letters, QUICKER and at 
LOWER COST. Tells how to 
make every letter a SELLING 
letter; how to answer inquir- 
ies; handle complaints; how 
to start letters, how to close 
them. One executive wrote: 
““The most down to earth ap- 
proach to this subject we 
have ever seen.”’ 

“Let’s Write Friendlier Letters” is 
the result of 25 years of specialized 
experience, is guaranteed to produce 


results. Money refunded instantly if 
for any reason you aren't satisfied. 


EARLE A. BUCKLEY ORG. 
Suite 740, 1600 Arch St., Phila. 3, Pa. 


















Notes from a 
Nail Selling 
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By JAMES M. MOSELY 


Should the letterhead be omitted 
entirely on _ letter-appeals in mass 
direct to consumer mail order selling? 


“Yes!” is the answer being given 
by their actions by more and more 
direct mail advertising-selling execu- 
tives. 


s 
A powerful news head and subhead 
to arouse the interest of the prospect 
and get him into the letter quickly or 
a bull’s eye emotional appeal to self- 
interest are taking the place of many 
letterheads, with increased results. 


Some mailings have a briefed letter- 
head at the bottom of the letter sales 
message, with the same information 
on it which ordinarily would appear 
at the top in a regular letterhead. 


* * * 


Other mail sellers prefer the sta- 
bility of a standardized letterhead to 
get an immediate recognition of name 
and prestige from the prospect. Where 
the prospect receives many follow-ups, 
variety in letterheads helps hold atten- 
tion, interest. 


* a * 


Mail sellers are testing letterheads 
in various styles and on varied papers 
against each other to find what letter- 
heads are likely to be most effective 
for mailings which call for a letter- 
head and especially for day-in-and-out 
office use. 


Identical copy to 12,000 vice presi- 
dents of national advertisers was used 
by UNITED BUSINESS SERV- 
ICE sometime ago, split four ways: 
lithographed on good sulphite, en- 
graved on a medium priced white 
bond, engraved on a gray bond of a 
little better quality and engraved on 
a gray rag bond, top quality. For 
large-scale use, this particular mailer 
found stationery engraved on a 
medium-priced white bond did well 
in results and cost per thousand. 


Each mail seller needs to do his 
own comparative testing of stationery 
to find out what will be most pro- 
ductive for his own campaign . . . this 
is a favorable time of the year and 
business cycle to find out. 


* * * 


A 30-day semi-annual sale of vita- 
mins in real bargain style, with 20% 
discount for the sale period, is a sales- 
lifter for Frederick Herrschner, Chi- 
cago, formerly VICTORY VITA- 
MIN COMPANY. 


A 6-page 8% by 11 inch mailing 
piece with a letter on the front, pic- 
tures of vitamin bottles and sale prices 
all the way through in colors, with 
vellow order form overprinted in red, 
“Save 20%. No order filled at sale 
prices after May 3d, 1946.” (Space 
on back of order form for names of 
friends under caption, “Today we 
share things’’. ) 


The sale mailing goes to those who 
already have inquired for booklet, 
“The A, B, C of Vitamins” or former 
customers. 


A bargain sale by mail, with a time 
limit, can be a powerful sales tonic 
for off seasons. 


* * * 


Some $171,173.53 was collected 
last year for leading mail sellers 
through thee MAIL ORDER 
CREDIT REPORTING ASSO- 
CIATION, New York City, a co- 
operative non-profit clearing house for 
credit information on mail-buying 
consumers plus a collection plan for 
keeping credit losses by mail at rock- 
bottom. 


The names of 443,490 undesirable 
mail order customers or “‘deadbeats” 
are maintained at a central point for 
“lookups” before shipping merchan- 
dise ordered direct by mail. 
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Fred Stone, Circulation Director, 
PARENTS’ MAGAZINE, is head 
of this unique organization, about to 
enter its 25th year. 


* * * 


Unique mail enterprises of the 
month: THE WAGTAIL SHOP 
for dog specialties by mail; visual 
material for planning with scale 
models layout of an office, sold by mail 
for $110; flowers flown from Cali- 
fornia sold in California pottery at 
New York City; cotton flour bags for 
clothing, 4 for 97c plus postage. 


* * * 


Results fell off for more quality 
direct mail sellers recently than at any 
time previously, but the slump is be- 
lieved temporary. 


* * * 


When catalogs cost from 10c to 
$1 each and prospect lists change a 
great deal, canny mail sellers are less 
enthusiastic about mailing out cata- 
logs willy-nilly. 


Good job by WY MAN’S FRAM- 
INGHAM NURSERIES with 
double card, one-cent precancelled 
stamp as seal, return government re- 
ply, with copy showing picture of 
cover of catalog and “selling” con- 
tents, with offer to mail catalog on 
request . . . saves paper and printing, 
paves way for increased interest in 
catalog on arrival, could be strength- 
ened by one or two selling postal 
cards to generate further interest be- 
fore catalog is delivered. 


* * * 


MAIL ORDER EXECUTIVES 
IN THE SPOTLIGHT: Fowler 
B. McConnell, 30 years with SEARS, 
becomes “prexy”... Col. John Ham- 
ilton Savage, Jr., Washington ( D.C.) 
awarded Legion of Merit because he 
“materially contributed to the success- 
ful accomplishment of vital War 
Department missions’’—in charge of 
receipts and disbursements during 
Army occupation of MONTGOM- 
ERY WARD ... Ralph E. Weeks, 
head, INTERNATIONAL COR- 
RESPONDENCE SCHOOL, 
Scranton (Penn.) helped save the 
community industrially, as coal start- 
ed to peter, through formation of in- 
dustrial company which has brought 
new industries... Donald M. Nelson, 
former head of the War Production 
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Board, former vice president, SEARS, 
has become director of SPIEGEL 
along with Clement D. Ryan, former 
president, MONTGOMERY 
WARD. 


* * * 


When I became a proud “pappy”’ 
the other day, I sat back to await the 
direct mail deluge destined for new 
parents. It’s held off pretty well so 
far except for the new publication, 
“2 to 6” which has the new mother’s 
name on the dotted line, but I can 
report two approaches: 


A highly localized letter on a femi- 
nine letterhead, with a note “‘from one 
mother to another” brought a good 
story from KLEINERT’S. ‘The 
localizing of the material, apparently 
company policy, increased attention 
and interest. 


Another approach was an indivi- 
dually typed letter from the local 
representative of STATE MU- 
TUAL, with a “so-big” chart for 
measuring the increasing height of the 
new “glamour girl,’ a calendar and a 
direct sales talk on an endowment 
policy maturing at 18. A folder shows 
the average four-year cost at many 
universities. Mail approach was fol- 
lowed by a phone call. Company 
representative tells me he’s had good 
success with their mail pre-approach. 


* * * 


‘Population and purchasing power’”’ 
has been put in popular form by Dr. 
Virgil D. Reed, associate director of 
research, J. WALTER THOMP- 
SON COMPANY, New York City, 
and has been bought by READER’S 
DIGEST ... more education of the 
public on trends in people and markets 
for the next 50 years. 


“FREE SAMPLE INSIDE.” 
(That trusty ‘“puller”). Direct mail 
with actual sample for new soap 
product is creating new demands on 
dealers in large volume. 


Who’s doing it? You guessed it! 
PROCTER & GAMBLE. Thus is 


marked, truly, the end of the war. 


* * * 


Inquiry-getting direct mail to reach 
those who want to become part-time 
or full-time agents almost fell into the 
‘limbo of the forgotten” during the 




















Here is THE LIST f 
you need NOW e 


Again and again those who use our list tell 
us they get BETTER RESULTS. 


Luxury products, exclusive shops, financial 
and news services, book and magazine pub- 
lishers, money-raising campaigns .. . 


TEST IT NOW... 


30,000 Men and Women 
—the Cream of New England’s 
Mail Responsive People 


Carefully selected, kept accurate by daily 
attention,—effectiveness is doubly assured 
by cooperative scheduling. 


Your empty envelopes addressed at $12.50 
per M and returned promptly. A test of 
2,000 will convince you they are 


The ideal target for 
your next mailing 


Order thru your Broker or direct 


PUBLICITY SERVICE BUREAU, INC. 


FOUNDED IN 1915 


PUBLISHERS BUILDING 
BABSON PARK 57, BOSTON, MASS. 























Are you reaching the 
right people, FOR YOU? 


For your next mail promotion, consider 
trying a carefully chosen list of the 
RIGHT people for you... not just 
names, but folks known to be buyers of 
products or services similar to yours. We 
can locate such a list for you... among 
over 2,000 privately owned lists regis- 
tered with us and being added to all the 
time. They’re available on a low-rate 
rental basis. Tell us what you're sell- 
ing and we’ll make suggestions without 
obligation. 


D-R SPECIAL LIST BUREAU 


(DIVISION OF DICKIE-RAYMOND, INC.) 
80 Broad Street Boston 10, Mass. 
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CUSTOM-M ADE eee 


Whether you sell soap, sables, 
steel, sequins, or some special service, 
Ahrend Advertising is ‘hand-tailored’’ 
to your requirements. 


Your sales program—a single piece 
or a year's campaign—is planned 
and produced by expert craftsmen to 
achieve the desired results. 


Ask to see samples (no obligation, 
of course), of the successful Ahrend 
technique of ‘custom-made’ sales pro- 
motion. Call MUrray Hill 4-3411 or 
write TODAY. 


D. H. AHREND CO. 


CREATIVE DIRECT ADVERTISING 
333 E. 44th ST., N. Y. 17, MU. 4-3411 





So you want to own 


YOUR OWN SUCCESSFUL 
MAIL ORDER BUSINESS! 


IF you are willing to test thoroughly 


IF you have a salable product or serv- 
ice with a good margin of profit and 
reasonable repeat sale 


IF you have capital for office opera- 
tions, stockpile of products to be sold 
and reserve needs 


IF you can mail only 25,000 pieces a 
week to the right responsive 


OUTSIDE LISTS OF 
MAIL ORDER BUYERS 


all the year through, chances are good 
you are likely to get 


20,000 NEW MAIL ORDER 
CUSTOMERS A YEAR! 


obtained exclusively from one-time 
coverage of MOSELY OUTSIDE 
LISTS. 


Write today to Dept. R-4 


MOSELY SELECTIVE LIST SERVICE 


Nail Order 4 WN eadquarters 
VaA'AV 


38 NEWBURY STREET 
BOSTON '!6 
““MOSELY delivers NEW MAIL CUSTOMERS” 
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war. loo much prosperity, too many 
war jobs. Selling through agents 
always thrives best when people have 
to go forth to sell to collect a deposit 
to eat. 


Most direct mail in this field, aims, 
like the space advertising, to get an 
inquiry, then to follow-up with a 
hard-hitting mailing series. Some of 
the new agent direct mail is written 
directly at veterans who want to be 
independent. More direct mail is 
appearing from this source. 


* * * 


After carefully testing precancelled 
orange one-half cent stamps against 
meter against printed indicia against 
precancelled green one-cent stamps, 
the seller of a cook book to women 
standardizes on the orange stamp as 
having most attention value and pull- 
ing power for him. 


* * * 


“Should not more stress be laid on 
the variables that can change results 
between the time of the test and the 
larger mailing?” inquires Edward H. 
Barker, East Bridgewater (Mass.). 
“I believe that after a test mailing, 
it would take me two or three months 
to get in the results, decide to go 
ahead, order printing, get delivery 
and actually get the large mailing out 
and orders back. 


\Iy own business is seasonal, the 
last three months of the year. It 
would be difficult for me to get in a 
test and then get out a larger mailing 
that season and, if I test this year, for 
a larger mailing a year hence, condi- 
tions may have changed completely. 
Could be a sad awakening for the 
mailer!” 


Mr. Barker has a point there. 


During the war years buying power 
has been so “super” that responsive- 
ness has moved along steadily with 
very little of the pre-war violent 
fluctuations of the emotional and eco- 
nomic tides. Good wartime tests led, 
almost always, to successful mass 
mailings. 


That “honeymoon” may be over. 
Ups-and-downs of public buying 
power and sentiment already are 
starting to be felt and are becoming a 
factor in evaluating mail campaign 
results. “They can work in favor of a 
mailer, too; he can test at a bad time 


and happen to mass mail at a good 
one, for no apparent reason at the 
time. 


Newspaper headlines and _ stock 
market movements often act as a 
brake or spur to public feeling; the 
experienced mail order man watches 
these, compares notes with fellow mail 
sellers, pushes ahead when people are 
optimistic, goes more slowly when 
they're “downcast”. His own daily 
mail often reflects what people are 
thinking. 


Larger mailers are able to produce 
mass campaigns faster than Mr. Bar- 
ker and, from long experience, they 
can size up a test before all results 
are in. 


Where a Christmas or seasonal situ- 
ation exists, some mailers have found 
they actually can step up results by 
going into the mails much earlier in 
the year—and have time for tests and 
larger mailings that year. If that isn’t 
possible, they test one season and plan 
a larger mailing for the next, but 
make allowances in their thinking on 
whatever economic and psychological 
conditions apply at the time the larger 
mailing goes. Some organizations 
have to work ahead and “gamble” a 
bit on what conditions will apply. But, 
in mass mail selling, testing is never 
final and the job is never done. 


FLEXIBILITY, one of direct 
mail’s greatest assets, enables an ex- 
perienced mail order executive to get 
in—-or out of the mails fast. 





HELP WANTED 





LONG ESTABLISHED Growing Mail 
Agency has openings for several men to 
train for its executive staff. Weekly pay- 
ment and liberal participation in profits. 
Must be willing to get hands dirty and 
run errands, or anything else on occasion. 
Any experience on office machines, adver- 
tising, publishing, accounting, or sales 
may be helpful. Apply in own handwrit- 
ing, please. Box No. 121, The Reporter, 
17 E. 42nd St., New York 17, N. Y. 





CIRCULATION PROMOTION MANA- 
(GER—Direct mail order copywriter to in- 
crease circulation of several important 
business services. Preferably experienced in 
promoting circulation of business services, 
trade periodicals or similar publications. 
Box 402, The Reporter, 17 E. 42nd Street, 
New York 17, N. Y. 
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THE SKILL of the Sea Lion 
keeps the ball balanced, but it 
takes more than skill to keep 
one’s business well-balanced. 
One of the most stabilizing 
influences is PRINTING. 
It reduces “overhead” by 
increasing sales. 


dial DYAL for | 
PRINTING 
OR chard 4-0623 


THE HOUSE OF DYAL 
Printing - Advertising 
30 Irving Place, New York 3, N.Y. 





CLASSIFIED ADS 





Rates, 50c a line—minimum space, 3 lines. 
Help and Situation Wanted Ads—-25c per 
line—minimum space 4 lines. 





ADDRESSOGRAPH WANTED 





MODEL 1700, 2700 or 1900 equipped with 
selector and ejector. Reply to Universal 
Concrete Pipe Co., 297 S. High St., Colum- 
bus 15, Ohio. Attention J. E. Konkle. 





CREATIVE SERVICE 





GETTING OUT a mailing piece each 
month is not a routine job. Neither is it 
a full time job... So why not hire creative 
brains and experience at a fraction of the 
salary you pay a routine man? Try it for a 
few months—and let the return cards tell 
the story. M. A. POLLEN, 62 West 47th 
St.. N. Y. City 19. 





EQUIPMENT 





MULTIGRAPHS, MIMEOGRAPHS, Fold- 
ing Machines and Attachments — Sold, 
Bought, Traded-In and Repaired. Write us 
your requirements. Chicago Ink Ribbon 


Co., 19 S. Wells St., Chicago, II. 





NO. 46 MULTIGRAPH. 
fully automatic, all attachments. A-1 con- 
dition. $125. f.o.b. Box 1196, Rocky 
Mount, N. C. 


Motor drive, 
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PRE-SELLING A SURVEY 
Our old friend Hunter Snead of 


the merchandising and sales promo- 
tion department at McCann-Erick- 
son, Inc., 730 Fifth Avenue, New 
York 19, N. Y., gave us a good tip 
on an excellent and resultful pro- 
motion. 


‘Twenty-three hundred, four-page 
folders, produced on thick deckle 
edged cover stock in two colors, were 
mailed to 2300 advertising agencies 
and national advertisers. 

At the present writing there has 
been 536 answers. 


This unusual mailing piece was 
produced for True Magazine 
published by the Fawcett Publica- 
tions, Inc., 295 Madison Avenue, 
New York 17, N. Y. The folder was 
entitled “Announcing a Continuing 
Study of TRUE AMERICAN 
MALES.” The inside copy and illus- 
trations revealed that True Magazine 
would take apart the American male 
... “what he does . . . what he 
thinks . . . what he buys.” 


It offered to furnish agencies and 
advertisers copies of the results of 
continuing questionnaires. 


Attached to the folder with a clip 
was an attractive reservation card 
which was to be enclosed in the ac- 
companying self-addressed stamped 
return envelope. The reservation card 
provided a space in which the recipient 
could list any special questions he 
wanted answered. ‘This is the first 
time, to our knowledge, that a sur- 
vey campaign has been promoted in 
advance. 








Write to THE 


REPLY-O PRODUCTS CO. 


150 West 22nd Street, New York 11 








MULTIGRAPHING SUPPLIES 


RIBBONS, INK AND SUPPLIES for the 
Multigraph, Dupligraph and Addressograph 
Machines. We specialize in the re-manu- 
facturing of used ribbons. Chicago Ink 
Ribbon Co., 19 S. Wells St., Chicago, Ill. 








SALES LETTERS 
IF YOUR SALES LETTER seems logy 


and lifeless, let me give it the joyful jolt 
that will send it merrily on its way for 
better returns. Request evidence. Jed Scar- 
boro, 102 Rynda Rd., South Orange, N. J. 











HEY THAT sTICK-EM! 


pooK A 


Tension’s BANKERS FLAP 
ENVELOPES carry bulky mail 
safely. Popular sizes carried 
in stock, in strong brown 
Kraft paper. The wide flap 
is gummed to seal from end 
to end and to stay SEALED. 










TENSION ENVELOPE Corp. 





New York 14, N. Y. 
345 Hudson St. 


Des Moines 14, lowa* 
1912 Grand Ave. 


St. Louis 3, Mo.* 
23rd & Locust Sts. 


Minneapolis 15. Minn.* 
500 South 5th St. 
Kansas City 8, Mo.* 
19th & Campbell Sts. 


*Originally Berkowitz Envelope Co. 


“Just the paper I’ve been looking for, Boss’’ 























“Exactly the paper for me!” That’s the way 
many a printing shop foreman feels about 


the new ADIRONDACK BOND. 


This watermarked 100% sulphite bond 
enables him to turn out A-1 jobs when the 
call is for letterheads, billheads, statements 
and other office forms. Besides taking letter 
press and offset-lithography printing ex- 
ceptionally well, it offers an ideal surface 
for typing or longhand—pleasing the cus- 


tomer on every count. 


The new ADIRONDACK BOND and its 























teammate ADIRONDACK LEDGER, are not 
yet plentiful enough to supply all who want 
these outstanding papers. As the world’s 
largest maker of papers, we’re doing every- 
thing we can to expand available quanti- 
ties. International Paper Company, 220 


East 42nd Street, New York 17, N. Y. 


- INTERNATIONAL 
PAPERS eit 


and C Comerttag, “3 











